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In recent years, Chinese economics and management books rise quickly and 
become one of important sub-categories of the book market. As a result, they not only 
meet the needs of economics and management knowledge of people, but also promote 
the sustained and rapid development of Chinese society, economy and culture. 
In this paper, the main research objects are economics and management books. 
And two research methods will be used: document and theoretical analysis and case 
studies. The paper wants to research economics and management books’ marketing 
strategy systematically. This will provide a theoretical guidance to economics and 
management books marketing and enrich book marketing research. 
This article consists of four parts: 
The first part is introduction which reviews the overall situation of book 
marketing research and describes the purpose and significance of this paper. In the 
second part, economics and management books are defined and classified and their 
marketing connotation, characteristic and significance are described. The third part 
introduces the situation of economics and management books publishing and 
summarizes the problems of economics and management books marketing. In the last 
part, four aspects, product、  price、  place and promotion of economics and 
management books marketing, are researched respectively. All in all, Integrated 
Marketing will be the leading theory at present and in the near future. We must insist 
on it and then we will be successful in the economics and management books 
marketing. 
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论工具是在 20 世纪 80 年代以后。 
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